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Marketing Plan

Introduction

For European Project Semester 2026, our team is developing an idea in the Smart Health and
Wellbeing domain. We want to introduce Healing Cocoon – a virtual reality cocoon for waiting rooms
and other clinical spaces. Designed for children with stress and anxiety problems related to medical
procedures. This marketing plan supports our technical work by proving the product's business value
(crucial for commercialization of our idea). It is essential for showing that our solution solves a real
market problem, is financially realistic, and can be effectively sold to pediatric healthcare facilities.

Business Idea Formulation

Healing Cocoon is an interactive, wheelchair-accessible cocoon equipped with a short-throw projector
that transports pediatric patients to a calming, magical fantasy world during dentist, therapy visits.
Core Features:

Immersive, projection of animated, child-friendly fantasy worlds or similar surroundings.
Interactive depth sensors that allow children to safely interact with the projections.
Calming scents (e.g., lavender, sweet orange) and soft spatial audio.

Customer Needs Met:

For the End-User (Patients & Parents): Provides emotional comfort, actively distracts from
clinical environments, and significantly reduces acute fear and stress before medical
treatments.
For the Buyer (Clinics & Hospitals): Transforms a standard waiting room into a premium, family-
friendly experience. By calming the child beforehand, it reduces appointment delays, improves
patient cooperation during examinations, and builds brand loyalty for the practice.

Business Model

Using the Value, Velocity, Visibility, Verifiability, Virtuality, Vulnerability (6-V) Value Exchange
framework [1], here is how value flows between the key actors in our targeted private clinic market:

The Company (HealingCocoon): We create value by designing and manufacturing the physical
Cocoon pods and developing an expanding software library of evidence-based sensory content
(visuals, sounds, scents). In exchange, we capture value through a Business-to-Business (B2B)
revenue model consisting of a direct sales/installation fee, followed by a recurring monthly
subscription for software updates and fresh content carousels.

The Customers (Pediatric Dental, Psychiatric, and Therapy Clinics): Clinic owners exchange
financial capital to purchase the Cocoon. In return, they receive a cutting-edge waiting room
solution that acts as a strong competitive differentiator. Furthermore, by pre-calming anxious
children, clinics reduce appointment delays caused by patient distress, directly increasing their
operational efficiency and patient throughput.
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The Consumers (Pediatric Patients & Parents): Patients and parents invest their time in the
clinic's waiting area. Instead of exchanging that time for mounting stress, dental anxiety, or
sensory overload, the Cocoon provides them with a safe, regulated environment, emotional
comfort, and a positive association with their healthcare visits.

Collaborators: We exchange value with hardware manufacturers (for short-throw projectors,
audio systems, and hygienic materials), software developers, and crucial psychological/pediatric
advisors who help us design evidence-based calming environments. Additionally, we collaborate
with medical interior fit-out companies to seamlessly integrate the Cocoons into existing private
practice floor plans.

Market Analysis

To ensure the commercial viability of the HealingSpaces Cocoon, it is essential to analyze the external
forces that influence our market success. Following a thorough risk analysis regarding infection
control and cross-contamination, we strategically narrowed our target market from general pediatric
hospitals to specialized private practices—specifically pediatric dental, psychiatric, and therapeutic
clinics. These environments experience high patient anxiety, while involving comparatively lower
cross-contamination risks than high-density pediatric hospital settings. [2], [3]

The micro-environment consists of actors close to the company that affect our ability to serve our
customers:

Customers (Business Market): Our primary B2B buyers are private pediatric dental offices and
child psychology/occupational therapy centers. These clinics seek competitive differentiation
and higher operational efficiency by preventing appointment delays caused by distressed
children.
Competitors: Direct competitors include traditional waiting room entertainment, e.g., generic
TVs, wall-mounted bead mazes, and emerging tech like VR headsets. The Cocoon holds a
strategic advantage over VR by eliminating the need for wearable devices, easing hygiene
maintenance between patients, and preventing total social isolation.
Suppliers & Intermediaries: Our supply chain relies on manufacturers of short-throw projectors,
depth sensors, and medical-grade, easily sanitizable textiles. We will also partner with
healthcare interior design firms as intermediaries to facilitate clinic installations.

The macro-environment consists of larger societal forces that shape our business opportunities:

Demographic & Cultural Forces: There is a growing societal awareness of neurodiversity, e.g.,
Autism, Attention‑Deficit/Hyperactivity Disorder (ADHD), and a strong cultural push by parents
to prevent “medical trauma.” Modern parents actively seek out healthcare facilities that
prioritize a child’s emotional and sensory safety.
Economic Forces: While public healthcare systems face strict budget constraints, private dental
and therapy practices operate in a highly competitive economic landscape. They are willing to
invest capital into premium waiting room experiences to attract and retain higher-paying
clients.
Political & Legal Forces: By pivoting away from standard hospital waiting rooms, we bypass the
strictest medical device and contagious disease regulations. However, the product must still
comply with standard fire safety codes, Americans with Disabilities Act (ADA)/wheelchair
accessibility standards, and basic clinical sanitation requirements.
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Technological Forces: The increasing affordability and miniaturization of short-throw projectors,
Internet of Things (IoT) sensors, and directional audio make the production of a smart,
interactive cocoon financially and technically feasible today.

PESTEL Factors:

To ensure the commercial viability and successful implementation of the Healing Cocoon, it is
essential to understand the macro-environmental forces shaping our market. The following PESTEL
analysis in Figure 1 outlines the key Political, Economic, Social, Technological, Environmental, and
Legal factors influencing our strategy as we introduce our sensory pod to specialized private pediatric
clinics. In strategic management literature, PESTEL analysis is widely recognized as a relevant tool for
evaluating the external business environment [4]. This approach can be complemented by Porter’s
work [5], which emphasizes the importance of industry structure and competitive dynamics in the
development of corporate strategy.

Figure 1: PESTEL diagram for Healing Cocoon

SWOT Analysis

The SWOT analysis in Figure 2 reveals that while the Healing Cocoon requires a significant physical
footprint and upfront capital investment from clinics (Weaknesses), its ability to increase daily
operational efficiency and provide a superior, hygienic experience (Strengths) justifies the cost.
Externally, competing against cheaper digital distractions like tablets, alongside potential clinic
budget freezes, poses realistic challenges (Threats). However, our strategic pivot to specialized
pediatric dentistry and therapy centers perfectly aligns with the surging demand for neurodivergent-
friendly healthcare (Opportunities). Overall, by targeting high-anxiety, low-infection environments, we
minimize our primary risks and establish a highly defensible B2B market position.
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Figure 2: SWOT analysis diagram for Healing Cocoon project

Strategy

Strategic Objectives

The primary strategic goal is to establish the HealingSpaces Cocoon as the premier, non-
pharmacological anxiety-reduction tool for specialized pediatric care-specifically private pediatric
dentistry and child therapy centers. Because we are a Business-to-Business (B2B) company, our sales
targets focus on clinical adoption rather than mass consumer volume. Our measurable objectives are:

Year 1: Secure 5 to 10 pilot installations in local private clinics to gather clinical case studies
and testimonials.
Year 3: Establish the Cocoon as a standard architectural feature in high-end, newly renovated
pediatric clinics, achieving 50+ active installations regionally.

Segmentation and Targeting

Because the Cocoon operates more specifically on a Business-to-Business-to-Consumer (B2B2C)
model, our targeting strategy must address two distinct groups: the clinics that purchase the product
and the patients who use it.

The Customers (The Buyers):1.
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Specialized private practices, such as pediatric dentistry and therapy clinics. They exchange financial
capital for a cutting-edge solution that provides a competitive advantage, improves patient
satisfaction, and prevents costly appointment delays caused by distressed children.

The Consumers (The End-Users):1.

The pediatric patients and their parents who invest their time in the waiting room. To clearly illustrate
the emotional and physical needs of our target audience, we developed two primary user personas:

Persona 1 (The Dental Patient): A 9-year-old girl waiting in a dentist's office. She is emotional,
sensitive, and easily scared by clinical or medical environments. She actively avoids sensory
overload and requires a calm, positive, and safe space to regulate her emotions before sitting in
the dental chair.
Persona 2 (The Therapy Patient): An 11-year-old boy in a wheelchair waiting to see a therapist.
He often feels frustrated and anxious about his upcoming sessions. He needs to be comfortably
accommodated without leaving his wheelchair, and he requires engaging, accessible
entertainment to distract him and focus his mind on something other than the appointment.

By focusing our B2B sales efforts on the Buyers (the clinics), we directly solve the acute stress and
accessibility needs of our Consumers (these patient personas). Our rollout strategy to acquire these
clinics is as follows:

Short term (0-12 months): Target 5 to 10 early-adopter pediatric dental and therapy practices in
the local urban area to launch pilot programs and gather clinical case studies.
Medium term (1-3 years): Expand market share by acquiring 50+ specialized private practices
nationwide, leveraging our pilot testimonials.
Long term (3-5 years): Establish the Cocoon as standard equipment for child-friendly practices
through licensing or collaborations with major medical furniture suppliers.

Positioning

Our positioning strategy bridges the gap between delivering a premium emotional experience for our
consumers (patients and parents) and providing a tangible return on investment for our customers
(the clinics).

Unique Selling Proposition (USP): The Healing Cocoon is the only fully wheelchair-accessible,
multisensory waiting room environment that actively transforms pre-appointment anxiety into a
calming, immersive experience—preventing emotional meltdowns and saving specialized clinics
from costly scheduling delays.
Positioning in the Market: To achieve a competitive advantage, the Cocoon is positioned in the
minds of our target customers based on two key dimensions:
Identification: We establish the Cocoon within the category of premium, medical-grade waiting
room equipment. Like high-end clinic furniture, it meets strict hygiene, safety, and
ADA/accessibility standards.
Differentiation: (i) Versus Traditional Distractions (Toys/Tablets) - Instead of passive, isolated
digital distraction, the Cocoon offers “active immersion” and regulates the sensory environment
(visuals, sounds, calming scents) to actively soothe emotional patients (like our 9-year-old
persona). (ii) Versus Wearable Tech (VR Headsets) - While VR offers high immersion, it is
socially isolating, causes hygiene concerns, and is often incompatible with young or highly
sensitive children. The Cocoon delivers a shared, highly hygienic 180-degree experience. (iii)
Unlike fixed play structures, the Cocoon's physical footprint is explicitly designed for barrier-free
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entry, ensuring patients in wheelchairs (like our 11-year-old persona) can independently enjoy
the full experience without frustration.

Marketing-Mix

To successfully implement our strategy and deliver our Unique Selling Proposition to specialized
private clinics, we have aligned the traditional 4Ps with the customer-centric 4Cs framework:

Product & Customer Value

Product: The Healing Cocoon is a multi-sensory, semi-enclosed relaxation pod. It features a 180-
degree short-throw projector, spatial audio, and an integrated scent system. The physical design is
barrier-free and 100 % wheelchair accessible, ensuring inclusivity.

Customer Value: For the clinic, it provides a functional competitive advantage by preventing
appointment delays caused by distressed children. For the consumers (like our personas - the highly
sensitive 9-year-old girl and the 11-year-old boy in a wheelchair), it offers emotional safety,
distraction, and a fear-free waiting experience.

Price & Cost

Price (The Revenue Model): We utilize a premium, two-tiered “razor and blades” pricing
strategy.

Upfront Hardware: A one-time purchase price of 2000 € – 2500 € for the physical pod and installation.

Recurring Subscription: A monthly fee of 9.99 € – 19.99 € for software updates, new interactive
environments, and fresh scent cartridges.

Cost (The Customer's Investment): From the clinic's perspective, the “cost” includes the
financial purchase and ongoing maintenance. However, this is heavily offset by the perceived
Return on Investment (ROI): higher patient throughput, better online reviews from relieved
parents, and increased patient loyalty.

Place & Convenience

Place (Distribution): Sales are strictly B2B. We target private pediatric dental practices, child
psychology clinics, and occupational therapy centers. Distribution is handled via direct sales
and strategic partnerships with medical interior design firms and healthcare equipment
suppliers.
Convenience (Ease of Use): The Cocoon is designed for seamless integration into existing
waiting rooms with a highly efficient footprint (165cm x 110cm). It is “plug-and-play” and self-
explanatory for children to use. Crucially, the smooth, projector-based interior is incredibly
convenient for clinic staff to sanitize quickly between patients.

Promotion & Communication

Promotion (The Tactics): Our primary B2B marketing channels include presentations at dental
and therapeutic trade fairs, highly targeted LinkedIn/online marketing aimed at clinic directors,
and leveraging video testimonials from our local pilot installations.
Communication (The Dialogue): Our core message to clinics is: “Transform your waiting room
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into a calm, efficient, and inclusive experience.” Communication will focus on building clinical
trust by highlighting the evidence-based emotional impact on children and the operational
stress reduction for medical staff.

Brand

The name of the product is Healing Cocoon. We chose this name because it represents the idea of
creating a safe and calming space where children can relax and feel protected. The concept is
inspired by a cocoon, where a caterpillar transforms into a butterfly. In the same way, children enter
the cocoon feeling anxious or stressed, and leave feeling calmer and more at ease.

Logo

The logo shown in the Figure 3 is based on the idea of a cocoon and a butterfly combined into one
shape. It represents both protection and transformation. The soft and flowing lines give a feeling of
calmness and safety, while the butterfly shape symbolizes freedom and positive change. In the
center, there is a small star-like shape which represents a moment of relief or comfort. This reflects
the main goal of the product, which is to reduce anxiety and create a more positive experience.

Figure 3: Healing Cocoon Logo

Color Palette

The color palette shown in the Figure 4 is based on calm and soft colors that support relaxation:

Green represents healing and nature.
Blue represents trust and calmness.
Purple represents imagination and emotional comfort.

Figure 4: Healing Cocoon Palette

The colors are often used in gradients, which helps create a smooth and soft transition between them.
This also reflects the idea of going from stress to relaxation.
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Marketing Programmmes

Programmes

To successfully implement our B2B go-to-market strategy, we have defined four specific, actionable
promotional programs:

Direct Sales: Addressing private medical and dental practices via presentations at industry1.
trade fairs, dental congresses, and targeted B2B mailing lists.
Online store & Website: Developing a professional digital presence to host product2.
information, 3D renders, clinical testimonials, and an easy B2B ordering portal.
B2B Collaborations: Establishing strategic distribution partnerships with established medical3.
practice equipment shops and healthcare furniture suppliers.
Pilot Programs: Deploying free test installations in selected local practices (e.g., pediatric4.
dentists) to collect clinical experience reports, usage data, and video testimonials.

Budget

The Healing Cocoon is positioned as a high-end experience for children. Our financial returns are
driven by a “razor and blades” revenue model:

One-time purchase: 2000 € – 2500 € for the physical hardware setup (including the pod,1.
projector, spatial audio, and initial scent cartridges).
Subscription model: 9.99 € – 19.99 € per month for ongoing software updates, new digital2.
projection environments, and fresh fragrance carousels.

Control

To ensure our marketing efforts yield a positive Return on Marketing Investment (ROMI), we will
monitor the following Key Performance Indicators (KPIs):

Sales figures: Tracking the number of Cocoon systems sold and analyzing quarter-over-quarter1.
sales growth.
Customer satisfaction: Conducting short surveys with clinic staff and parents to evaluate their2.
stress reduction, alongside feedback from doctors.
Cocoon usage metrics: Observing the frequency of use in the waiting room and analyzing3.
software data to determine the most popular projection environments and sounds.
Marketing performance: Tracking website analytics, B2B lead generation (inquiries from4.
practices), and evaluating the success rate of trade fair contacts.
Economic control: Continuously comparing marketing expenditure against generated revenue5.
to calculate overall ROMI.

Summary

Our preliminary marketing analysis suggests that the Healing Cocoon has strong potential to be a
viable project based on our Optimal Value Proposition. If our upcoming pilot phase is successful, we
anticipate the Cocoon will provide a fear-free experience for the consumer (child and parent), help
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mitigate costly scheduling delays for the customer (the clinic), and establish a foundation for a
recurring revenue stream for the company.

Based on this market and economic analysis, the team decided to create a wheelchair-accessible,
multi-sensory waiting room pod intended for private pediatric dentistry and child therapy clinics. We
targeted this specific market niche because these environments experience high daily patient anxiety
and have a surging demand for neurodivergent-friendly spaces, yet they avoid the strict cross-
contamination regulatory barriers found in general hospitals, allowing for faster B2B adoption and
high ROI.

Consequently, the team decided to design a solution with the following features added specifically for
market reasons: a highly hygienic, wipeable hard-shell interior (as a market advantage over hard-to-
clean VR headsets), strict physical dimensions to fit standard clinic waiting rooms, a barrier-free
entryway for inclusivity, and a “razor and blades” subscription model for software and scent
cartridges to ensure long-term profitability.

While the economic viability of the Healing Cocoon is clear, producing a premium hardware device
requires physical manufacturing, electronic components, and material sourcing. To ensure our
product is not only economically viable but also environmentally responsible, the next chapter will
detail the Eco-efficiency Measures for Sustainability integrated into our structural design and product
lifecycle planning.
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